Although there is increased awareness of issues surrounding consumer well-being, consumers often lack the personal commitment to improve their quality of life. This article builds on the concept of a goal hierarchy to propose that small acts may have unintended, large consequences on various domains of consumer well-being. A decrease in commitment to well-being goals (e.g., sustaining the natural environment) may stem from people's failure to achieve everyday subgoals (e.g., failing to recycle a newspaper). Four experiments in three contexts (i.e., consumer overspending, environmentally friendly behaviors, and charitable donations) show that when people perceive the endgoal as unimportant, even a single behavioral failure may reduce commitment to a well-being endgoal and weaken future intentions to perform behaviors that improve their quality of life. In addition, goal importance moderates the adverse relationship between subgoal performance and endgoal commitment. The authors present consumer-specific and marketer-controlled drivers of goal importance (i.e., goal visualization, selfrelevance of goals, and aversive consequences of subgoal failure) and discuss actionable insights for practitioners.
D
espite efforts by policy makers, consumer groups, and marketers to encourage long-term well-being for consumers, society, and the environment, many people fall prey to the temptation to act in counterproductive ways. Furthermore, although people recognize the importance of behaving in ways that improve well-being ("a state of flourishing that involves health, happiness and prosperity" [Mick et al. 2012, p. 6] ), consumption practices that secure long-term quality of life need to be further reinforced on a global scale (e.g., National Geographic 2010). Not surprisingly, marketing scholars have recently argued that research in the field should examine the factors that influence overall long-term well-being, thereby informing policy as well as marketing practice (e.g., Kotler 2011; Mick et al. 2012) .
Assuming that people understand the benefits of behaving in ways that secure long-term well-being, why do so many fail to behave accordingly? Extant research has offered various explanations, such as ego depletion (Baumeister et al. 1998) , differing social norms (Goldstein, Cialdini, and Griskevicius 2008) , ambiguity regarding characteristics of specific behaviors (Cornelissen et al. 2008) , and activation of individual versus collective levels of self (White and Simpson 2013) . Although an emerging body of literature is examining why acts of counterproductive consumption occur, the field lacks a broader understanding of the consequences of engaging in actions that are at odds with goals associated with well-being. We address this issue within a framework of goal hierarchy, in which everyday acts are linked to people's overall commitment to wellbeing. In particular, we explore how seemingly isolated instances of goal-related failures can deter subsequent commitment to overarching well-being goals and decrease the likelihood that people will undertake further supportive actions.
The current research is based on three core premises with three corresponding contributions to theory. First, we contend that even small failures in virtuous consumption (e.g., failing to recycle a water bottle) can decrease one's commitment to overarching well-being goals (e.g., protecting the environment). In particular, we investigate the effects of subgoal performance on commitment to higherorder endgoals, which is a relationship that scholars have not yet empirically established. Second, we maintain that a behavioral failure with regard to a well-being goal can have unwanted spillover effects on other behaviors. Specifically, we show that demotivation resulting from subgoal failure (e.g., failure to recycle a newspaper) can affect intentions to pursue alternative, even remotely related subgoals (e.g., to
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The current research can be viewed within the paradigm of transformative consumer research (TCR), a movement that "strives to encourage, support and publicize research that benefits the quality of life for all beings engaged in or affected by consumption trends and practices" (Mick et al. 2012, p. 6) . Although various aspects of consumer wellbeing exist (e.g., Burroughs and Rindfleisch 2012; Mick et al. 2012) , we focus our attention on economic, environmental, and collective well-being, including future savings (Study 1), environmentally friendly behaviors (Studies 2 and 3), and charitable donations (Study 4). Studies 1-3 present empirical support for our three core premises. In the final study, we extend findings to a practical setting and show how marketers and policy makers can make simple changes in promotional message framing to help shield consumers from the demotivating effects of failure.
Conceptual Background and Hypotheses
Behaviors associated with consumer well-being may be motivated by a variety of goals. For example, consumers might recycle to help preserve the environment for future generations or spend less money on nonessential items to ensure their families' future financial needs. Consistent with TCR's use of rigorous theory (Mick et al. 2012 ), our conceptualization draws on psychological research regarding goals and goal hierarchies, which is a useful framework for investigating behaviors directed toward goals associated with consumer well-being (e.g., Bagozzi and Dholakia 1999) . Most goal hierarchy frameworks recognize two categories of goals (e.g., Fishbach, Shah, and Kruglanski 2004; Kruglanski et al. 2002) : higher-order endgoals, referring to long-term states that people strive to achieve, and lowerorder subgoals, referring to the range of instrumental behaviors, events, or processes that enable people to attain endgoals (e.g., Austin and Vancouver 1996) . Returning to previous examples, the subgoals of recycling and reducing nonessential spending are means by which consumers can achieve the respective well-being endgoals of environmental protection and future financial stability. Although marketers, policy makers, and other stakeholders promote consumer commitment to various well-being goals in an attempt to improve quality of life, people often engage in everyday behaviors that are at odds with these goals (e.g., Baumeister et al. 1998; Talukdar and Lindsey 2013; Thomas, Desai, and Seenivasan 2011) . Can such behavioral failures affect the higher-order pursuit of a sustainable, "quality" life? We next turn to this question in the context of theory.
From Subgoal Performance to Endgoal Commitment
A theoretical objective of the current work is to identify effects of subgoal performance on commitment to endgoals-a relationship that has not been empirically established in the literature. Evidence supports the notion that endgoals and subgoals are cognitively linked in consumers' minds. Goal systems theory has suggested that traffic between these hierarchically connected nodes flows in both directions such that the influence of a particular goal works not only in a top-down fashion from endgoals to related subgoals but also from the bottom up (Kopetz et al. 2012; Kruglanski et al. 2002) . For example, priming studies have demonstrated the activation of higher-order goals by facilitative/inhibitory means (e.g., Shah and Kruglanski 2002) , confirming the cognitive association between the nodes in different levels of the goal hierarchy. However, we do not know whether such goal activation translates into persistence in the pursuit of higher-order endgoals or the role of subgoal performance in this process. Persistence in goal pursuit is typically captured by goal commitment, defined as the degree to which a consumer is willing to invest effort in and determined to achieve a desired end state (Fishbach and Dhar 2005; Oettingen, Pak, and Schnetter 2001) . Previous research in goal literature has typically studied the effect of subgoal performance on closely related subgoals (i.e., those substantively similar to the initial subgoal) through repeated trials of the same task, finding that task-related failure has demotivating effects on a subsequent task (e.g., Ilies and Judge 2005; Shah and Kruglanski 2002) . Research has also shown that even a onetime failure to reach a subgoal may "signal" a retrospective lack of commitment regarding the related endgoal (e.g., Fishbach, Dhar, and Zhang 2006) . The well-established cognitive association between subgoals and endgoals suggests that failing a subgoal will reduce commitment to the relevant endgoal by spreading activation among connected nodes within a goal network. To our knowledge, the direct effect of subgoal performance on future endgoal commitment-though theoretically implied-has not been empirically studied until now.
Drawing from our previous example, suppose a consumer wants to recycle on a weekly basis (subgoal) to help protect the environment (endgoal). If, on a given episode, he or she fails to recycle, this single act may weaken commitment to the environmental endgoal as demotivation spreads from the subgoal within the goal hierarchy. Thus, as a starting point, we predict the following: H 1 : After failing (vs. achieving) a subgoal related to well-being, consumers are less committed to a respective endgoal.
Our first hypothesis establishes the baseline for the expected hierarchical effects such that we expect the demotivating effects of failing at a subgoal to spread upward within the goal hierarchy. Next, we consider the moderating effects of goal importance, a boundary condition proposed to shield consumers from the demotivating effects of subgoal failure.
The Importance of Consumer Goals
People may pursue a variety of goals associated with wellbeing, but not all goals are equally important (Huffman, Ratneshwar, and Mick 2003) . Thus, although failing at a subgoal can negatively influence commitment to a related higher-order goal (H 1 ), this effect is likely to vary across consumers. For example, some consumers may question their commitment to a better environment (endgoal) after a single instance of failing to recycle (subgoal), whereas others may not. At a general level, subgoal failure should have less (vs. more) of a negative impact on endgoal commitment when the goal is of greater (vs. lesser) importance. In other words, we expect goal importance (i.e., the relative decision weight of the goal at a given moment; see, e.g., Van Osselaer and Janiszewski 2012) to act as a buffer against the demotivating effects of goal failure. Note that although goal importance and goal commitment are related, they are distinct constructs (e.g., Austin and Vancouver 1996) . Whereas consumers are likely to commit to goals that are important to them, they do not equally commit to every important goal (e.g., Locke and Latham 2002) . Goal importance is typically conceptualized as a cognitive construct that divides mental energy and attention across goals in complex goal systems; in contrast, commitment is primarily motivational and leads to deliberate and effortful pursuit of a given goal. In the current work, we regard endgoal commitment as one of the dependent variables within the hierarchy, and goal importance serves as a moderator of subgoal performance effects.
Previous research has shown that goal importance affects goal pursuit (e.g., Austin and Vancouver 1996) and has suggested that it protects goals from temptations while inhibiting alternative goal pursuit (Kopetz et al. 2012) . Relatedly, in a recent study on the effectiveness of environmental messages, Kronrod, Grinstein, and Wathieu (2012) find an issue's perceived importance to affect consumers' compliance with assertive social marketing messages. Yet extant research has not investigated the role of goal importance in the interplay between subgoals and endgoals. We address this gap with our second theoretical objective: to show that perceived goal importance is a major boundary condition for the demotivating effects of subgoal failures. We argue that the moderating effect of goal importance is primarily driven by the immunity of important goals to negative feedback. Whereas achieving a subgoal should relax regulatory resources (e.g., Förster, Liberman, and Friedman 2007; Van Osselaer and Janiszewski 2012) , failure to achieve important goals should serve as an emergency signal. This signal can put extra strain on regulatory mechanisms, thereby shielding focal goals from the threat of postfailure demotivation (Brunstein and Gollwitzer 1996) . We develop this premise in the following subsections, in which we identify three key drivers of goal importance.
Visualizing well-being endgoals. Whether imagining a less polluted world, fewer homeless people, or lower debt, people are capable of mentally simulating desired outcomes. Prior research has shown that when people visualize an outcome, the likelihood of performing outcome-related behaviors increases (Sherman 1980; Taylor and Pham 1996) . Recent research has found that relatively easy-tovisualize goals increase commitment and effort (Cheema and Bagchi 2011) . The reason for these findings, in our view, is that easier-to-visualize endgoals are more readily activated and therefore perceived as important (Van Osselaer and Janiszewski 2012).
An alternative process to that of goal importance may be that visualizing makes outcomes more concrete (vs. abstract), thus activating a lower-level construal (Trope and Liberman 2010 ). Research on construal-level theory has shown that people adopting low-level, concrete construals (i.e., contextual, incidental details of the action) rather than high-level, abstract construals (i.e., general, global meaning of the action) experience lower levels of negative emotion after failure, resulting in a more successful self-control process (Watkins, Moberly, and Moulds 2008) . Construallevel theory would predict that these benefits manifest as a lower-level action orientation (such as subsequent subgoal performance) rather than an enhanced commitment to a higher-order goal. Our goal hierarchical perspective, however, takes the effect of failure to another order of magnitude by predicting a transfer of motivation from lower-to higher-order goals. In other words, endgoals that are easy to visualize (e.g., "save household energy to reduce costs and avoid power cuts") should generate more consumer interest than those that are more difficult to visualize (e.g., "save household energy for a better life") and should shield consumers from the negative effects of everyday failures in virtuous consumption. Therefore, we hypothesize the following: H 2 : When the endgoal is easier (vs. more difficult) to visualize, the demotivating effect of failing at a subgoal on endgoal commitment is weaker.
Self-relevance of well-being endgoals. There is a dearth of understanding regarding which consumer segments are more or less driven by well-being goals, especially with regard to long-term sustainable welfare (Kotler 2011) . We contend that such goals define consumers' self-concepts to varying degrees. For example, one consumer may recycle out of genuine concern for the environment, whereas another may do so merely to be viewed favorably by his neighbors. The former consumer pursues such goals for what Sheldon and Elliot (1999) call "personally autonomous reasons" (PARs), which express a person's enduring interests and values that elicit higher levels of motivation and effort (Gore and Cross 2006) . The theory of symbolic self-completion suggests that experiencing a goal failure for a behavior that defines one's self-concept propels people toward activities that will renew their sense of completeness (Wicklund and Gollwitzer 1982) . For example, Brunstein and Gollwitzer (1996) investigate the effects of goal failure on subsequent effort toward professional goals and find support for the aforementioned predictions. In particular, students who fail at a professionally relevant task increased their effort toward reaching their professional self-definition in a subsequent task. Failure at an identityirrelevant task, however, decreases subsequent performance toward a particular identity-irrelevant goal. This reasoning is consistent with the proposed role of goal importance in our 120 / Journal of Marketing, March 2014
Consumer Well-Being / 121 framework. Conceptualizing PARs as a trait-level manifestation of goal importance, we posit the following hypothesis: H 3 : When the endgoal is higher (vs. lower) in self-relevance, the demotivating effect of failing at a subgoal on endgoal commitment is weaker.
Consequences of failing a well-being subgoal. The preceding hypotheses generally relate to goal importance through the desirability of positive consequences emerging from an endgoal. An alternative perspective, however, involves the negative consequences of failing at a subgoal. For example, images from the Stop Global Warming Virtual March campaign-a movement aimed at raising awareness of climate change-depicted potential undesirable outcomes of failing to regulate greenhouse emissions, such as heavily polluted air. In this case, the motivational cue was not the desired end state of well-being that consumers should strive to achieve but rather the avoidance of negative outcomes associated with failing at the sustainable goal (Carver 2006) .
Literature on fear appeals is rich with examples of fearinducing stimuli used to bring about behavioral change. A meta-analysis of fear appeals indicates that the persuasiveness of messages using such appeals increases as the degree of fear induced rises (Witte and Allen 2000)-a finding in conflict with the inverted U-shaped relationship suggested by early drive theories (e.g., Janis 1967). Importantly, effects become stronger as perceived susceptibility to the threat increases. Similarly, in a meta-analysis of health communications, Keller and Lehmann (2008) find that emphasizing negative consequences of poor health-related behaviors enhances health message effectiveness, especially for more susceptible parties.
We contend that making salient the aversive consequences of failing a well-being subgoal will positively influence the perceived importance of the related endgoal, thereby reducing the negative effects of failure on endgoal commitment. Carver and Scheier (1990) suggest that subgoal performance is more motivating when moving away from an undesired end state than when moving toward a desired one. By shifting attention toward the undesired outcome, aversive consequences may serve as a shield against motivation loss (Carver 2006) . Returning to the previous example of a consumer failing to recycle a newspaper, if stakeholders want to limit the negative effects of such a failure on consumer commitment to long-term well-being, an effective strategy would be to highlight its negative consequences (e.g., failing to recycle may increase local community taxes or cause adverse landfill pollution). This leads us to our fourth hypothesis: H 4 : When the negative consequences of failing are made salient (vs. not), the demotivating effect of failing at a subgoal on endgoal commitment is weaker.
Subgoal Performance and Positive Behavioral Intentions
Failing at a subgoal may also affect consumers' positive behavioral intentions through commitment to endgoals. It is well documented that failing at a subgoal decreases subsequent intentions to pursue the same subgoal or closely related subgoals Soman and Cheema 2004) . For example, Soman and Cheema (2004) show that people who failed to reach a savings goal were subsequently more likely to engage in additional spending relative to those who satisfied their goal. Extant research has studied the effects of subgoal performance on closely related subgoals in repeated tasks or sequential decisions. Arguably, however, subgoal failures affect consumer intentions not only with regard to closely related subgoals but also with regard to remotely related subgoals. Such subgoals may compete with, or be temporally or substantively distinct from, the original subgoal and yet still serve the same higher-order endgoal . These "spillover" effects are expected because of goals' interconnectedness within the cognitive network, in which distinct subgoals are indirectly linked through a shared endgoal. In the goal literature stream, the terms "subgoal" and "endgoal" as well as "remote" and "close" have somewhat fuzzy definitions (rather than signifying predetermined categories) and are typically identified in relation to a higher-order reference point. For example, conserving energy could be a subgoal in relation to the higher-order endgoal of environmental citizenship or an endgoal regarding the subgoal of turning off unneeded lights. Similarly, two subgoals could be considered relatively closer or more remote when considered in relation to other subgoals. These concepts signify relative positions of two points on a continuum instead of well-defined, fixed categories. To prevent fuzziness in the interpretation of our findings, we followed two guidelines in our study designs: (1) when manipulating subgoals and measuring endgoals, we provided clear definitions of both to ensure that the same reference points were used by all participants, and (2) we adopted a conservative approach in identifying subgoals and only considered identical subgoals as close. We considered subgoals differing in terms of the type of behavior, the context, or the framing as remotely related. Accordingly, our third theoretical objective was to examine the indirect relationship between remotely related subgoals serving the same endgoal.
Spillover effects have received less attention in the study of failures than in the study of behavioral achievements, in which performing a specific behavior may either increase or decrease the performance of other behaviors (see, e.g., Thøgersen and Crompton 2009). Although positive spillovers are more likely to occur between similar pairs of behaviors (e.g., from recycling to energy saving), drivers of this similarity are not well known. Thøgersen and Crompton (2009) suggest that shared goals (e.g., environmental protection) may be responsible for similarity judgments and note that this issue has not yet been explored. Our goal framework can help fill this gap by directly investigating spillover effects in the relatively underresearched area of failures.
The proposed spillover effects of subgoal failures on remotely related subgoals are subtle, but such effects could have important consequences for consumer well-being. Imagine a consumer who wants to be more committed to protecting the environment (endgoal) yet fails to undertake certain actions such as sorting trash (subgoal) in a given week. Research suggests that this failure may result in decreased behavioral intentions for this consumer to sort trash the following week (closely related subgoal). The current work goes beyond this direct outcome, predicting that failing to sort trash may spill over to more remote activities such as energy conservation (a remotely related subgoal) because of the consumer's decreased commitment to protect the environment (the shared endgoal). These indirect effects paint a bleak picture: as various subgoal failures accumulate, indirect effects may impair pursuit of wellbeing across the board.
When might such spillovers occur? If an endgoal is sufficiently important to consumers, failing at a subgoal should not decrease their intentions to pursue remotely related subgoals because consumers are expected to stay committed to the endgoal and thus should be willing to take the necessary steps toward its achievement. If the endgoal is less important to consumers, the demotivation should spill over to cognitively linked, remotely related subgoals, thereby curbing intentions to pursue these alternative paths to wellbeing. Confirmation of this process would support the indirect relationship between remotely related subgoals serving a shared endgoal, a heretofore untested proposition. Thus:
If an endgoal is of low importance to consumer wellbeing, failure at a subgoal indirectly reduces intentions to pursue remotely related subgoals by reducing commitment to the endgoal. As the endgoal increases in importance, the indirect effect of subgoal failure on remotely related subgoal intentions disappears.
Study 1
Study 1 examines economic aspects of well-being and consumer goals related to saving for the future. Consumers can save money to achieve various future goals that affect wellbeing. Our underlying assumption is that the subgoal of saving money can contribute not only to the economic wellbeing of consumers but also to their emotional and social well-being at some point in the future. In support of this notion, recent research has found that people feel better about their purchases if they can afford to pay for them in full rather than relying on credit (Hahn, Hoelzl, and Pollai 2013) .
In Study 1, we test H 1 and H 2 in a scenario-based experiment regarding consumer savings. In particular, we investigate whether failure at a monthly savings subgoal leads consumers to be less committed to their endgoal and whether this relationship is moderated by ease of endgoal visualization.
Method
Participants and design. Participants were undergraduate students (N = 185; 55.7% female; mean age = 21.3 years), whom we randomly assigned to a 2 (subgoal performance: failure vs. success) ¥ 2 (endgoal visualization: easier vs. more difficult) between-subjects design. They received course credit for their participation in the study.
Measures.
A range of measures have been used to assess endgoal commitment with no consistently agreed-upon approach (e.g., Fishbach and Dhar 2005; Tubbs 1993 ). We opted to adapt items from Tubbs (1993) , capturing not only direct endgoal commitment but also effort and valence. We created an endgoal commitment index by averaging ratings of five seven-point items (a = .81), including items such as "How committed are you to attaining your overall savings goal?" ("not committed/very committed"; for a listing of all scale items, see Table 1 ). Participants also rated the importance of achieving the monthly savings goal (Table 1) .
Procedures and pretest. Participants began by reading a "What would you do?" vignette introducing them to a hypothetical scenario for an undergraduate student living on campus (see Appendix A). They were asked to imagine a monthly income of $2,000 (the average student budget recognized by the university) and told that required expenses summed to $1,200, leaving $800 for discretionary spending. In the easier-to-visualize endgoal condition, participants read that they had decided to start "saving money for a trip to Mexico with friends at the beginning of the month"; those in the more difficult condition read that they were saving "for the future." Both endgoals contribute to consumers' economic and emotional well-being. The easyto-visualize endgoal also affects social well-being; research has shown that spending money to acquire a life experience, rather than material possessions, can make people happier (Van Boven and Gilovich 2003) . Participants were told that they had decided to save $150 for the monthly saving subgoal. The subgoal performance manipulation was then implemented by telling those in the success (failure) condition that they had saved $200 ($50) by the end of the month.
To check manipulations, we assigned an independent set of participants (N = 62) to one of four saving scenarios. As a check for endgoal visualization, participants evaluated how easy it was to visualize their savings endgoal on a seven-point item ("very difficult to visualize/very easy to visualize") and then rated their success at achieving the savings goal on two seven-point items (r = .92; see Table 1 ). The average of these items provides the performance manipulation check. Participants in the easy-to-visualize endgoal condition rated the endgoal as easier to visualize (M = 5.78, SD = .76) than those in the more difficult condition (M = 5.10, SD = 1.62; F(1, 58) = 5.53, p < .05); there were no main or interaction effects of subgoal performance on endgoal visualization. The average visualization score was above the scale midpoint (even for those in the more difficult condition), indicating that the manipulation was slightly conservative. Given that endgoal visualization is conceptualized on a continuum, we considered the manipulation appropriate for the study because one of the endgoals was easier to visualize relative to the other. Participants in the sustainable subgoal success condition believed that they performed better (M = 5.73, SD = 1.83) than those in the failure condition (M = 2.03, SD = 1.31; F(1, 58) = 81.43, p < .01); no other effects were significant. Thus, the performance manipulation was successful.
Results

Endgoal commitment (H 1 and H 2 ).
We tested commitment to a savings endgoal with a 2 (endgoal visualization: 1 = "not at all," and 7 = "very much" How likely is it that you will work your hardest for your [endgoal] ? 1 = "not very likely," and 7 = "very likely" How hard will you try to reach your [endgoal]? 1 = "not very hard," and 7 = "very hard" How satisfied would you be if you reached your [endgoal] ? 1 = "not very satisfied," and 7 = "very satisfied" Goal Importance
How would you rate the importance of achieving your monthly savings goal in the scenario? a 1 = "not very important," and 7 = "very important" In the grand scheme of things, how significant of an event is not being environmentally conscious? c 1 = "not at all important," and 9 = "extremely important" How important is it that you perform well on the Environmental IQ Test? c 1 = "not at all important," and 9 = "extremely important" How important is it that [the university] has a high sustainability score? c 1 = "not at all important," and 9 = "extremely important" PARs b I strive for this [endgoal] because I really believe that it's an important goal to have. 1 = "not at all for this reason," and 9 = "completely for this reason" I strive for this [endgoal] because of the fun or enjoyment it provides me with. 1 = "not at all for this reason," and 9 = "completely for this reason"
Subgoal Intentions
Remotely Related Subgoal Intentions •How many hours would you be willing to allocate for [Discussion Forums and Presentations + Sustainability Workshops + Recycling Tours + Volunteering Activities] during the Environmental Awareness Week? b •Please indicate how appealing you find the following topic for the verbal learning task and the 1 = "not appealing," and 9 = "very appealing" subsequent performance test: Recycling c •Please indicate how appealing you find the following topic for the verbal learning task and the 1 = "not appealing," and 9 = "very appealing" subsequent performance test: Energy conservation c Endgoal-Unrelated Subgoal Intentions •Please indicate how appealing you find the following topic for the verbal learning task and the 1 = "not appealing," and 9 = "very appealing" subsequent performance test: Helping others c •Please indicate how appealing you find the following topic for the verbal learning task and the 1 = "not appealing," and 9 = "very appealing" subsequent performance test: How would you evaluate your performance in the [subgoal]? abcd 1 = "not successful at all," and 7 = "very successful" How would you evaluate your performance in the [subgoal]? a 1 = "failed to achieve," and 7 = "successfully achieved" How would you evaluate your performance in the [subgoal]? bcd 1 = "very bad," and 7 = "very good"
Other Manipulation Checks
Think about the ultimate objective you decided to save money for, according to the scenario. 1 = "very difficult to visualize," and 7 = "very easy to visualize" How easy is it to visualize this goal in your mind? a Think about the outcome that can be achieved if this campaign is successful. How difficult is it 1 = "very difficult to visualize," and 7 "very easy to visualize" for you to visualize this outcome? d What is the likelihood that a poor EIQT score would have undesirable consequences? b 1 = "very unlikely," and 9 = "very likely" easier vs. more difficult) ¥ 2 (subgoal performance: success vs. failure) analysis of variance (ANOVA). In support of H 1 , there was a significant main effect of subgoal performance on commitment (F(1, 181) = 5.71, p < .05) such that failure condition participants were less committed to their overall savings endgoal (M = 6.10, SD = .81) than those in the success condition (M = 6.35, SD = .69). Furthermore, there was a main effect of visualization (F(1, 181) = 10.73, p < .01): the results indicate more commitment to the endgoal in the easier-to-visualize condition (M = 6.40, SD = .67) than in the more-difficult-to-visualize condition (M = 6.07, SD = .80). These main effects were qualified by a subgoal performance ¥ goal visualization interaction (see Figure 1; F(1, 181) = 4.77, p < .05). In the success condition, there was no difference in commitment to overall savings endgoal resulting from visualization (F(1, 181) < 1, p > .80). After failing an initial subgoal, however, participants were more committed to their savings endgoal when it was easier to visualize (M = 6.39, SD = .66) than when it was more difficult to visualize (M = 5.80, SD = .85; F(1, 181) = 13.92, p < .01). This pattern of results supports H 2 .
Process evidence. We tested whether the moderating effect of goal visualization on the relationship between subgoal performance and endgoal commitment was mediated by perceived goal importance. We tested moderated mediation following Preacher, Rucker, and Hayes (2007; Model 3); analyses consisted of two independently estimated ordinary least squares regressions. The mediator model was a simple regression to predict the mediator (i.e., perceived goal importance) from the independent variable (i.e., endgoal visualization); this regression was significant (b = .45; t(183) = 2.77, p < .01). The dependent variable model was a multiple regression with the dependent variable (i.e., endgoal commitment) predicted by the mediator (i.e., perceived goal importance), the moderator (i.e., subgoal performance), the independent variable (i.e., endgoal visualization), and their interaction. The effect of perceived goal
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importance on endgoal commitment depends on subgoal performance (b = .27; t(180) = 2.71, p < .01). Follow-up analyses resulted in a nonsignificant mediation effect in the success condition; in the failure condition, however, visualization had a significant effect on perceived goal importance and endgoal commitment (p < .01). When we included both perceived goal importance and subgoal performance in the regression model for commitment, the effect of perceived goal importance was significant (p < .01), whereas the effect of endgoal visualization was reduced (p = .02). A Sobel test indicated that this reduction was significant (p < .01), in support of perceptions of goal importance mediating hypothesized effects.
Discussion
The results support H 1 and H 2 in the context of consumer savings. In particular, participants who were not meeting a monthly savings target were less likely to pursue a longterm savings goal. Importantly, the demotivating effect of subgoal failure was moderated by the ease with which the endgoal was visualized such that commitment was compromised only after failing at the savings subgoal and pursuing an endgoal that was more difficult to visualize. The moderating effect of goal visualization was mediated by perceived goal importance. These findings suggest that when consumers fail in the pursuit of such goals, the effects of failure can be mitigated if the long-term goal is more easily visualized.
One might argue that these results could be attributed to perceived psychological distance from the well-being endgoal (Trope and Liberman 2010) rather than to its importance. Indeed, the endgoal that was more difficult to visualize in Study 1 may be construed as more abstract and perceived as more distant than the easier-to-visualize endgoal. To rule out this alternative explanation, we conducted a follow-up study (N = 93) with the scenario revised to be consistent with psychological distance manipulations (Trope and Liberman 2010) . We kept the same endgoal (i.e., a trip to Mexico over spring break) and used only subgoal failure for this study; participants were told that they had failed their monthly savings subgoal either one month or eight months before spring break. In contrast to a psychological distance explanation, participants were similarly committed to the endgoal whether it was close (M = 5.62, SD = 1.21) or distant (M = 5.80, SD = 1.10; F(1, 91) < 1, p > .40). Thus, changes in level of construal do not seem to account for findings in Study 1.
Vignette-based goal manipulations are frequently used to study consumer motivation (e.g., Fishbach and Dhar 2005; Soman and Cheema 2004 ); yet reactions to a hypothetical situation may not be the same as in a personally experienced situation. Studies 2 and 3 address this limitation using task-based experiments and extend our work from the domain of personal well-being to the domain of collective well-being, focusing on the endgoal of environmental protection.
Study 2
A dimension of broader consumer well-being involves improving consumption practices to protect and preserve the 
Subgoal Performance Endgoal Commitment
Difficult-to-visualize Easy-to-visualize global natural environment (e.g., Kotler 2011; McDonagh, Dobscha, and Prothero 2012; Mick et al. 2012) . In Study 2, we explore whether consumers who pursue an environmentally friendly endgoal for personally autonomous reasons are more likely to maintain their commitment after failing at a related subgoal (H 3 ). Furthermore, we investigate the possible behavioral consequences of failing at a subgoal on remotely related subgoal intentions (H 5 ). We test these hypotheses in the goal context of environmental protection (identified through pretest [N = 93] as relevant and important to a student population).
Method
Participants and design. Participants were undergraduate students (N = 114; 33.3% female, mean age = 21.3 years), who received credit for participation. We measured PARs for goal pursuit as a trait and manipulated subgoal performance (failure vs. success) between-participants. We operationalized the subgoal as "performance at an environmental IQ test" and the endgoal as "helping create a sustainable environment."
Measures.
We assessed participants' pursuit of environmentally friendly endgoals for PARs using the sum of two items: the identified motive ("I strive for this goal because I really believe that it's an important goal to have") and the intrinsic motive ("I strive for this goal because of the fun or enjoyment it provides me with") (Sheldon and Elliot 1999) . We measured endgoal commitment as in Study 1 (a = .90), with the only difference being the referenced endgoal. We operationalized remotely related subgoal intentions as the total number of hours participants volunteered during an "Environmental Awareness Week." Finally, participants evaluated their environmental IQ test (EIQT) performance as a manipulation check (r = .97; see Table 1 ) and completed open-ended demand checks.
Procedures and pretests. We conducted the study in two phases. First, participants completed an online survey regarding demographics and PAR measures. Approximately six weeks later, they attended a 30-minute lab session, during which they read a letter from the college requesting participation in the study and completed a 20-question EIQT. Participants had seven minutes to complete the EIQT on scan sheets, which were then collected. While participants completed a filler task, the experimenter left the room with the sheets, returning five minutes later with printed EIQT score cards (prepared for each participant before the session) that resembled official outputs from the university's information technology center. Drawing on goal research (e.g., Kivetz and Keinan 2006) , we manipulated participants' performance through bogus positive or negative feedback. In the failure condition, participants were told that they had performed poorly on the test (a 15% success rate, indicating a marginal propensity to positively affect the environment), whereas those in the success condition were told that their performance was excellent (a 90% success rate).
After briefly viewing their EIQT "results," participants completed a series of filler tasks and the endgoal commitment measure. Next, participants read an ad for the university's sustainability initiative, introducing an upcoming Environmental Awareness Week aimed at increasing environmental awareness (for a copy of the ad, see Appendix B). Students were told that those running the event wanted to assess their interest in activities such as cleanups, garbage collections, and educational sessions for local children. As a measure of remotely related subgoal intentions, students indicated how many hours they would be willing to volunteer during the week. Manipulation and demand checks were taken at the end of the session.
We developed the EIQT for this study as a means to manipulate subgoal performance. We initially developed more than 200 questions about environmental issues and later reduced the test to 30 plausible items. We ran two pretests to test credibility and effectiveness of the EIQT. From the first pretest (N = 47), we formed a final EIQT consisting of 20 multiple choice questions of moderate difficulty, such as "Which part of a typical American home has the highest water usage?" In this first pretest, participants rated the difficulty of the EIQT as well as the extent to which they perceived the questions to capture their environmental knowledge. Pretest results confirmed suitability of the EIQT as a feedback manipulation: participants indicated that the test appropriately measured their knowledge and their actual EIQT scores did not correlate with these perceptions. In the second pretest (N = 31), it was established that EIQT failure (vs. success) feedback led to lower satisfaction with test performance and lower evaluations of test scores.
Data from an open-ended question regarding students' thoughts about the EIQT, as well as their performance, indicated that none suspected the authenticity of the feedback received.
Results
Manipulation check. Participants in the success condition believed that they had performed better on the EIQT (M = 6.48, SD = .81) than those in the failure condition (M = 1.70, SD = 1.10; t(112) = 26.06, p < .01); thus, the performance manipulation was successful. None of the participants expressed suspicion as to the authenticity of their EIQT performance feedback.
Endgoal commitment. We estimated a linear regression model with endgoal commitment as the dependent variable and subgoal performance (contrast-coded with failure as -1 and success as 1), PARs (mean-centered), and their interaction as predictors. Diagnostic analysis of standardized residuals indicated that three outliers in the data set were 2.5 standard deviations or further from the mean; we conducted the regression analysis after dropping these observations (N = 111). Main effects of subgoal performance (b = .25; t(107) = 2.94, p < .01; in support of H 1 ) and PARs (b = .14; t(107) = 4.90, p < .001) were both significant. In addition, a significant interaction emerged (b = -.06; t(107) = -2.13, p < .05; see Figure 2 ). We further explored this interaction by examining PAR slopes at both levels of subgoal performance. In the subgoal failure condition, PARs had a positive and significant influence (b = .20; t(107) = 5.43, p < .001), whereas PARs were only marginally significant in the success condition (b = .08; t(107) = 1.82, p < .10). In support of H 3 , the more (vs. less) participants pursued their environmental goals for personal reasons, the more committed they were to the environment after subgoal failure.
Process evidence. We hypothesized subgoal performance to have an indirect effect on intentions to pursue remotely related subgoals through endgoal commitment. We expected this effect to take the form of distal mediation (in which there is a weak or nonsignificant relationship between the independent and dependent variables) because performing well on the EIQT and volunteering for environmental activities are remotely related subgoals. Consistently, we did not detect a direct effect of EIQT failure on remotely related subgoal intentions (p > .80). Thus, we used bootstrapping to estimate the indirect effect (per Shrout and Bolger 2002; Zhao, Lynch, and Chen 2010) . Note that we report mediation analysis using Baron and Kenny's (1986) methodology, in which the predictor is expected to have a direct effect on the dependent variable.
We contrast-coded subgoal performance and used it to estimate the indirect effect based on 10,000 bootstrap samples. The indirect effect of subgoal performance on remotely related intentions through commitment was positive and significant (b = .78, 95% confidence interval [CI] = .17, 1.64). Because we expected PARs to moderate the relationship between subgoal performance and endgoal commitment, we tested moderated mediation (Model 2; Preacher, Rucker, and Hayes 2007). The first regression was the same as reported previously and resulted in significant main effects and a significant interaction. The second regression included the dependent variable model with subgoal performance, PARs, the interaction term, and commitment as predictors. In this model, only commitment (b = 2.09; t(106) = 2.73, p < .01) and PARs (b = .54; t(106) = 2.19, p < .05) were significant. As we predicted in H 5 , the indirect effect of subgoal performance on remotely related intentions was positive and significant only at one standard deviation below the mean for PARs (b = .88; Z = 2.10, p < .05), indicating that failure can have negative spillover effects on remote subgoal intentions when the goal is relatively unimportant. These demotivating effects disappeared at one standard deviation above the mean for PARs (b = .12; Z < 1).
Discussion
In Study 2, we show that failing an environmental subgoal (experienced through an environmental knowledge test) has demotivating effects upstream in the goal hierarchy when the related endgoal is perceived as unimportant. We also find that these effects ultimately spill over to other, remotely related subgoals serving the same environmental endgoal. These indirect, demotivating outcomes did not emerge for those pursuing environmental goals for personal reasons. It could be suggested that the indirect effect of performance on remotely related intentions merely reflects a carryover effect of negative feedback (and not a manifestation of a hierarchical association between subgoals and endgoals). An objective of Study 3 is to test this alternative explanation.
Study 3
Study 3 focuses on environmentally friendly goals in addressing the following objectives. First, we examine an alternative explanation regarding the indirect effect of subgoal failure on remotely related subgoal intentions. If overall negativity surrounding failure drives our findings, the indirect effect should hold similarly for all behavioral intentions (regardless of whether they are related to the associated endgoal). Alternatively, if our theorizing about the goal hierarchy is correct, the indirect effect should hold only for intentions to pursue remotely related subgoals but not those unrelated to the endgoal. Second, we investigate whether undesirable outcomes may have effects similar to those of focusing on easy-to-visualize endgoals (Study 1). In line with our theorizing, if marketers highlight aversive consequences of behaviors that harm well-being, the importance of goals to consumers should increase. By bringing consumers' well-being into the spotlight, aversive outcomes may serve as a temporary shield against demotivation (H 4 ). Finally, we provide further evidence for the demotivating effect (per H 1 ) by comparing subgoal failure with a neutral baseline (rather than with success, as in the previous studies).
Method
Participants and design. Participants were undergraduate students receiving course credit (N = 354; 45.8% female; mean age = 21.35 years). We used a one-way (sustainable subgoal failure: no consequences vs. aversive consequences vs. control) between-subjects design.
Measures. We measured endgoal commitment using the same five items as previously described (a = .92). We measured intentions for remotely related subgoals and endgoalunrelated subgoals separately from the EIQT. In a cover story, participants were told that in the upcoming session there would be a verbal learning task comprising a tutorial and test; to make it more interesting, they would be allowed to select a topic they found personally appealing. Participants were given four options and indicated the degree to which they found each topic appealing on nine-point scales ("not appealing/ very appealing"); options were endgoal-related (i.e., recycling and energy conservation) and endgoal-unrelated (i.e., helping others and eating healthy). Participants were told that they would receive the task that they rated most highly; their ratings of the topics served as a measure of intentions.
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Manipulation checks included participants' evaluations of their EIQT performance (r = .91); we checked the aversive consequences manipulation by asking participants to indicate the likelihood that a poor test score would have undesirable consequences on a nine-point scale ("very unlikely/ very likely"). Finally, we measured perceived goal importance with three items adapted from Simon, Greenberg, and Brehm (1995, Study 1) , in which participants indicated the importance of being environmentally conscious, doing well on the EIQT, and having a high college sustainability score on nine-point items ("not at all important/extremely important"; a = .69; see Table 1 ).
Procedures. Participants began the lab session by reading a letter from the university administration that included the aversive consequences manipulation, which was based on previous literature (e.g., Scher and Cooper 1989) . The letter was purportedly from the university administration regarding a recent article about the university receiving a sustainability score of "C." In the aversive consequences condition, participants read that the university had requested an upgrade and, as part of this process, students were asked to complete the EIQT (given that awareness of environmental issues affected the overall score). If the low score could not be improved, tuition and mandatory fees would be increased to compensate for associated losses of government funding. In the control and no consequences conditions, participants read a similar letter but were told that the administration requested a group of students to take the test to assess causes for the low score (there was no mention of unwanted consequences regarding poor performance). Participants then completed an electronic version of the 20-question EIQT (per Study 2) and were directed to a page displaying their electronically scored EIQT outcome, which provided negative feedback (failure conditions) or asked for an e-mail address to receive the score (control condition). Finally, participants indicated their commitment to the environmental endgoal, reported their endgoal-related and endgoal-unrelated subgoal intentions, and completed manipulation check and goal importance measures.
Results
Manipulation checks. Participants in the subgoal failure conditions evaluated their performance more negatively (M = 2.42, SD = 1.57) than those in the control condition (M = 5.17, SD = 1.58; t(352) = 15.51, p < .001). With respect to failure, performance evaluations in the aversive consequences and no consequences conditions did not differ (p > .70). Furthermore, participants in the aversive consequences condition indicated that a poor EIQT score would have more undesirable consequences (M = 5.51, SD = 2.38) than those in the no consequences condition (M = 4.46, SD = 2.32; t(235) = 3.45, p < .01). Perceived sustainable goal importance was higher when subgoal failure resulted in aversive consequences (M = 5.89, SD = 1.73) than when there were no consequences (M = 5.35, SD = 1.65; t(235) = 2.47, p = .01).
Endgoal commitment.
Consistent with H 1 , participants in the failure with no consequences condition reported lower commitment to environmental goals (M = 5.69, SD = 1.52) than those in the control condition (M = 6.18, SD = 1.61; t(238) = 2.41, p < .05; see Figure 3) . Thus, failing a subgoal is demotivating not only when compared with success (as in Studies 1 and 2) but also when compared with a neutral baseline. Aversive consequences seemed to eradicate the demotivating effects of failure because there were no differences between commitment to the endgoal in the aversive consequences condition when compared with the control (t(229) < 1, p > .4). Consistent with H 4 , aversive consequences led to higher levels of endgoal commitment (M = 6.02) than no consequences (M = 5.69; one-tailed t(235) = 1.69, p < .05).
Process evidence. The effect of aversive consequences on commitment to an endgoal should be mediated by perceived goal importance. A series of regressions supported this mediation (Baron and Kenny 1986) , confirming that when subgoal failure included aversive consequences (vs. no consequences), participants were more committed to their higher-order goal (b = .33; one-tailed t(235) = 1.69, p < .05). Furthermore, aversive consequences influenced perceived goal importance (b = .54; t(235) = 2.47, p < .05), and perceived goal importance predicted subsequent endgoal commitment (b = .50; t(235) = 8.95, p < .01). Finally, when aversive consequences and perceived importance were both included as predictors of commitment, perceived goal importance remained a significant predictor (b = .50; t(235) = 8.74, p < .01), whereas aversive consequences did not (b = .09; t(235) < 1, Sobel Z = 2.36, p < .05). These analyses support the notion that when a subgoal failure has aversive consequences, participants perceive the endgoal to be more important and in turn commit to its pursuit, despite the initial failure.
To test whether negativity resulting from failure drives these effects, we examined differences between the control and failure with no consequences conditions. Inconsistent with this explanation, EIQT performance had no effect on participants' subsequent willingness to receive a tutorial on either endgoal-related or endgoal-unrelated topics (all ps > .4). Next, we tested the prediction that an indirect change in 
Subgoal Performance Endgoal Commitment
Subgoal failure with no consequences Subgoal failure with aversive consequences Control remotely related subgoal intentions happens through endgoal commitment. We estimated the indirect effects of subgoal failure (dummy-coded with failure as 1 and control as 0) on remotely related intentions (averaged preference ratings for the two endgoal-related topics; r = .64) through commitment using 10,000 bootstrap samples. In support of a goal hierarchy, the indirect effect was negative and significant (b = -.31, 95% CI = -.57, -.07). We found similar results when we analyzed recycling and energy conservation separately. We found this indirect effect to manifest only within the goal domain. When we applied the same methods to the two endgoal-unrelated subgoals (i.e., helping others and eating healthy), the effect was nonsignificant (b Help = -.09, 95% CI = -.23, .01; b Health = -.02, 95% CI = -.13, .07). These findings support our theorizing and suggest that negative experience per se can be ruled out as an alternative explanation.
Discussion
In Study 3, we extended the findings from the first two experiments by showing that failing at an environmental subgoal results in demotivation, even when compared with a control situation without performance feedback. Those who failed a subgoal were less committed to their environmental endgoal and, in turn, were less likely to pursue remotely related subgoals serving the same endgoal (compared with those who did not experience failure). This latter finding has theoretical implications for goal hierarchies in that we show (for the first time, to our knowledge) that failing at a subgoal can spill over to reduced commitment to an endgoal and thereby reduce intentions to pursue alternative (but related) subgoals. In other words, our results provide initial support for an indirect relationship between remotely related subgoals serving a shared endgoal. Consistently, we demonstrate that the effects of failure emerge as a result of endgoal-specific demotivation rather than as a result of a general disinterest in subsequent activities. On the one hand, when no unwanted consequences of failure were salient, negative feedback inhibited participants from striving toward the goal. On the other hand, when aversive consequences of failure were salient, participants remained relatively committed to the goal. Again, we found the salience of aversive consequences to alleviate the demotivating effects of failure by enhancing perceived goal importance.
Study 4
Beyond its theoretical contribution, TCR also informs change agents regarding promotional strategies for improving consumer well-being (Mick et al. 2012) . Building on this notion in Study 4, our theoretically relevant findings are put into practical perspective through promotional messages designed to influence consumers. The results from the first three studies suggest that a marketing intervention would be most useful if it were targeted toward consumers who fail at a subgoal, because these consumers are most in need of shielding. Thus, Study 4 focuses on the practical implications of our findings and assumes a subgoal failure baseline for all conditions. We then examine how and when promotional messages can be used to combat the unwanted consequences of failing. The focus is on charitable giving, a behavior that not only affects collective well-being but also can improve personal well-being. Indeed, research has shown that consumers who spend money on others experience greater happiness than when spending money on themselves (Dunn, Aknin, and Norton 2008) . This study uses an easier-to-visualize (vs. more-difficult-to-visualize) promotional message to influence people's donations to a charity campaign after they fail a related subgoal (H 2 ). Given that goal failures can happen at almost any time in real life, we also manipulate message order (i.e., whether the message appears before or after a subgoal failure). The intent of this manipulation is to test the generalizability of previous findings in applied settings because marketing managers often do not have control over when consumers fail at a subgoal.
Method
Participants and design. This study implemented a 2 (timing: failure before vs. after treatment) ¥ 3 (message: control vs. easier-to-visualize vs. more-difficult-to-visualize) between-subjects design. Participants (N = 281; 47.33% female, 2.14% unidentified; mean age = 20.77 years) were undergraduate students who took part in exchange for course credit.
Measures. To assess whether failure was successfully induced, we asked participants to evaluate their goal performance on two seven-point items as in the previous studies (r = .94). They also rated ease of visualization of the outcome to be achieved by the endgoal ("very difficult to visualize/ very easy to visualize"; see Table 1 ). We measured closely related subgoal intentions by asking participants to indicate their willingness to make a campaign donation (yes/no); if they answered yes, they were asked to note the dollar amount.
Procedures. After arriving in the lab, participants read a memo from the local university requesting that its employees, retirees, and students prepare for the Annual Community Charitable Campaign. This campaign was familiar to the participant sample, thereby providing a realistic scenario. The memo was presented along with a survey aimed at understanding university students' past and future donation behavior. Perceived failure regarding the endgoal of helping others in the community was induced through a two-stage process: First, participants briefly wrote about the last time they were asked to give a donation to a charitable cause and chose not to do so. Second, they indicated the percentage of their discretionary income donated to charitable causes within the previous year (on a sliding bar from 0% to 100%). We expected that this percentage would be a relatively small portion of participants' income and thus would make goal progress seem minimal (see Fishbach and Dhar 2005 , Study 1). The failure manipulation occurred either before or after viewing the promotional message designed to influence goal pursuit. The promotional ad was a call for donations (featuring the university and campaign logos) including one of three messages: "Every donation matters!" (no outcome/control condition), "Your donation will help the community!" (more-difficult-to-visualize outcome condition), and "Your donation will help buy gifts for kids this holiday!" (easier-to-visualize outcome condition). At the end of the session, participants completed manipulation checks and dependent variables.
Results
Manipulation check. Goal failure was successfully induced, with the overall mean failure perceptions (M = 3.78) being significantly different from the scale midpoint (t(280) = 2.26, p < .05); timing of the failure did not influence failure perceptions (p > .90). We subjected the visualization manipulation check to a 2 (timing) ¥ 3 (message) ANOVA. In support of the manipulation, there was a main effect of message (F(2, 275) = 8.70, p < .001). Post hoc Tukey honestly significant difference tests showed that those in the easier-to-visualize condition found the outcome description to be easier to visualize (M = 5.08, SD = 1.45) than those in the more difficult (M = 4.19, SD = 1.86; p < .01) and control (M = 4.38, SD = 1.71; p < .05) conditions. There was no significant difference between the difficult and control conditions (p > .40). Notably, a main effect of the timing manipulation manifested (F(1, 275) = 6.55, p < .05) such that those who received the promotional message before failure found the message easier to visualize (M = 4.77, SD = 1.71) than those who received it later (M = 4.36, SD = 1.70; p < .05). This outcome likely reflects the additional time that participants (who received the ad first) had to process the message before completing manipulation checks. Importantly to the validity of this study, the timing ¥ treatment interaction was not significant (p > .70).
Promotional effectiveness. We examined the influence of promotional treatment on participants' willingness to make a contribution using a logistic regression with message, timing, and their interaction as predictors. The only significant effect was the main effect of message (c 2 (2) = 7.01, p < .05) such that those who viewed the easier-to-visualize outcome message were more likely (81.2%) to donate compared with those in the more-difficult-to-visualize (68.8%) and control (64.3%) conditions. Next, we subjected dollars pledged by participants (log-transformed to mitigate skewness) to a 2 (timing) ¥ 3 (message) ANOVA. Only the main effect of message was significant (F(2, 275) = 3.53, p < .05). Post hoc Tukey honestly significant difference tests indicated that participants who viewed the easier-to-visualize message were willing to donate more (M = $18.30) than those in the control (M = $17.35, p < .05) or more difficult (M = $17.59, p < .05) conditions.
Discussion
Study 4 builds on Study 1 using a realistic promotional manipulation of endgoal visualization in a domain of collective and personal well-being-namely, charitable donations. We show that a marketing communication containing an easily visualized outcome (e.g., "Your donation will help buy gifts for kids this holiday!") increased both the number of people who wanted to donate and the total donation amount compared with messages with an outcome that was more difficult to visualize (i.e., "Your donation will help the community!") or with messages that did not describe an outcome (i.e., "Every donation matters!"). This effect is robust in the sense that the advertisement was effective regardless of whether it came before or after goal failurean important finding for marketers who cannot control the timing of messages in relation to goal failures.
General Discussion
Several marketing scholars have suggested that studies exploring consumer well-being (whether it be economic, collective, environmental, etc.) should be a top research priority (Kotler 2011; Mick et al. 2012) . We have responded to this call by proposing a theoretical framework and a set of studies to help explain why specific instances of everyday failure may hinder consumers in their pursuit of long-term well-being goals. We discuss the numerous contributions of our work to extant research and implications for stakeholders in the following subsections.
Contributions to TCR
Despite increased awareness of the intrinsic relationship between consumption practices and well-being, consumers in their everyday lives often fail to behave in ways that improve their overall quality of life. Drawing on goal systems theory, we contend that such failures can emerge because of inconsistencies between how well consumers perform on specific subgoals (e.g., choosing biodegradable packages in a store) and their overarching endgoal (e.g., protecting the environment). Across four studies and three domains of consumer well-being, we demonstrate the direct and indirect effects of such subgoal failures across levels of the goal hierarchy. Furthermore, we identify both consumer-specific (e.g., self-relevance of well-being goals) and marketer-controlled (e.g., endgoal visualization, consequences of subgoal failure) variables that can mitigate these effects.
This article joins other recent research illustrating the value of applying goal systems theory to the realm of consumer well-being. For example, examining the role of goal compatibility in marketing communications regarding sustainability, White and Simpson (2013) show that the extent to which an ad appeal will be effective depends on the match between the type of the appeal and the activated self. When the goals of the appeal and the self are incompatible, the authors observe lower levels of positive sustainable consumer behaviors. Our results complement these findings by suggesting that such goal-compatibility effects may be particularly critical following subgoal failures. In another recent work, Scott and Nowlis (2013) find higher levels of endgoal commitment (conceptualized as "goal reengagement") for consumers who set a subgoal with a high-low range (e.g., lose 2-4 pounds this week) than for those who set a single-number subgoal (e.g., lose 3 pounds this week). Although the authors explain their finding by the greater attainability and challenge the high-low range poses, our findings suggest that this effect could also be partly due to the reduced likelihood of failure inference when the range subgoal is used as a reference. In other words, people may not feel that they have failed if they fall below the midpoint of a preset range and therefore do not suffer from demotivation.
Overall, our goal-theoretic framework provides a more comprehensive account of the motivational mechanisms underlying virtuous consumption and accommodates prior research findings from different paradigms. For example, Cornelissen et al. (2008) establish the value of positive communications about sustainable behaviors. Specifically, they show that making people aware that their common behaviors (e.g., cycling to school) are ecological can help them further engage in proenvironmental behaviors. In agreement with this accessibility/diagnosticity perspective, our goal-theoretic framework also supports the value of such communications. In particular, making consumers aware that some of their regular behaviors contribute to sustainability may increase the perceived importance of sustainable development as an endgoal and also provide positive feedback regarding their performance on relevant subgoals. These joint processes may plausibly lead to increased pursuit of goals.
Theoretical Contributions to Goal Systems
In serving TCR's goal of making theory-based progress (Mick et al. 2012) , our research contributes to the goal systems literature stream in at least three ways. First, we show that even a single instance of failing at a subgoal can lead to lowered commitment and behavioral intentions regarding broader well-being. Prior research has shown that failing at behavioral tasks has demotivating effects on subsequent persistence with similar behavioral tasks (e.g., Ilies and Judge 2005) . Limited research has also attempted to link subgoal failures to endgoal commitment, showing that such failures may signal lack of prior commitment to the endgoal (e.g., Fishbach, Dhar, and Zhang 2006) . We extend these findings by demonstrating that subgoal failure has a negative effect on future endgoal commitment as well. In other words, beyond a passive signaling role, subgoal failures can also actively threaten pursuit of broader endgoals.
Second, we show that failing at a subgoal can spill over even to activities that are only remotely related to an initial behavioral domain. Although the idea that performance of specific behaviors may affect other similar behaviors is not novel, the literature is replete with inconclusive results (Thøgersen and Crompton 2009) . For example, Thøgersen and Ölander (2003) document positive spillover between certain pairs of environmentally friendly behaviors (e.g., recycling and organic consumption) but not others (e.g., organic food consumption and waste separation). Moreover, spillover from a failed subgoal has yet to receive much (if any) research attention. Our framework helps account for inconsistent findings by suggesting that spillover effects are less likely when the cognitive link between a given behavior and a focal endgoal is relatively weak. To our knowledge, ours is the first evidence for the indirect relationship between remotely related subgoals that serve the same endgoal, thereby providing empirical support for the associative nature of goal hierarchies .
Our third contribution involves identifying some moderators of subgoal failure effects. Specifically, we show that the relationship between subgoal performance and endgoal commitment is dependent on the level of perceived goal importance such that more important goals are less likely to suffer from the demotivating effects of subgoal failure. Recent research has suggested that cognitive focus on a goal (i.e., goal importance; Van Osselaer and Janiszewski 2012) may play a significant role in goal achievement. Our studies suggest that this prediction holds particularly true following a subgoal failure. Finally, we identify three factorsendgoal visualization, self-relevance of an endgoal, and aversive consequences of failing a subgoal-that drive goal importance and serve as a buffer against undesired outcomes of goal failures.
Practical Insights
An important dimension of TCR is its pragmatic relevance and knowledge dissemination to those who may have interest in findings from such work (Mick et al. 2012) . Our primary message for stakeholders involved in promoting consumer well-being is that they should focus their efforts on preventing everyday consumer failures because such failures can have negative effects on relevant endgoals. In situations in which failure is inevitable, the findings of our final study show that communication strategies can counteract the demotivating effects of failure with the use of appropriate messaging (regardless of whether the consumer experiences the failure before or after receiving the marketing communications).
Furthermore, influence agents would do well to increase the perceived importance of well-being goals in marketing communications given that goal importance can mitigate the demotivating effects of everyday goal failures. Therefore, a major practical contribution of our work is the identification of contextual methods of enhancing goal importance (i.e., endgoal visualization and aversive consequences of failing) as well as the identification of psychographic traits that could be used to segment consumers (e.g., PARs for pursuing well-being goals). For example, in Study 4, we find that an easily visualized promotional message (e.g., "Your donation will help buy gifts for kids this holiday!") can lead to a 4%-5% increase in donations over messages referring to either higher-order goals ("Every donation matters!") or endgoals that are relatively difficult to visualize ("Your donation will help the community!"). Likewise, a manufacturer that wants to promote a new biodegradable package should prefer promotional messages that present a clear mental picture (e.g., "Your act will help reduce the amount of trash in the Atlantic ocean") to abstract, nonvisual messages (e.g., "Your act will make a difference for future generations").
Both for-profit and nonprofit organizations could also use aversive consequences of unsustainable behaviors to encourage consumers toward more virtuous consumption. It is likely that many people do not always consider how their daily actions could affect their long-term well-being or that of greater society. External marketing cues could help move consumers in the right direction by making undesirable consequences salient in their minds. For example, United Way of America, one of the largest charitable organizations in the United States, uses the slogan "Give. Advocate. Volunteer. Live United." in print advertisements. Our research suggests that the United Way could increase charitable contributions by simply adding to their current advertising a phrase such as "If you don't, children may go hungry."
Our research also suggests that beyond increasing the importance of goals associated with well-being, marketers need to be cautious with regard to how they handle subgoal performance in their messaging. For example, Cornelissen et al. (2008, p. 54) note that traditional "social marketing campaigns frequently tend to emphasize just how poorly the target audience is doing with regard to a certain topic." In light of our findings, such messaging may serve as
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Consumer Well-Being / 131 explicit, negative feedback regarding subgoal failures, which could actually further demotivate consumers from striving to achieve the associated well-being endgoal. Thus, we agree with Cornelissen et al. (2008) that marketers and public policy makers should communicate more positively by promoting the perception of success as much as possible.
Further Research
The current research focuses on behaviors related to dimensions of economic, environmental, and collective consumer well-being. Although the behaviors in our studies are wide ranging (saving money in Study 1, promoting environmentally friendly actions in Studies 2 and 3, and encouraging charitable donations in Study 4), there are clearly other forms of well-being that further research could explore (Burroughs and Rindfleisch 2012; Mick et al. 2012) . Research applying a goal-theoretic framework to other behavioral domains would provide greater confidence in our results and help establish external validity. Theoretically oriented research could examine behaviors that may be less affected by goal failure, such as behaviors driven by affect, cognitions, and/or physiology outside the consumers' control. For example, future studies could explore whether failures in the domains of consumption disorders (e.g., a recovering addict who reverts to taking his or her favorite chemical substance) yield similar outcomes to those reported in our research.
Examination of other goal-related factors that may serve as additional boundary conditions for our effects could also hold merit. For example, research has suggested that consumers may publicly display environmentally friendly behaviors even though such behaviors are less sustainable when performed in private (Kristofferson, White, and Peloza 2013) , suggesting that the social environment could have considerably different effects on consumers depending on the degree to which goals are relevant to the self. Kristofferson, White, and Peloza (2013) find that when consumers feel a deep connection to a cause, they perform subsequent cause-related acts if the initial act involves a public (vs. private) display of support. In light of our results, their findings suggest that even an initial behavioral misattribution to other endgoals may be construed as a failure toward the well-being endgoal. In other words, people connected with the cause may perceive a value misalignment after a public display of token support because such behavior is viewed to serve an impression management (vs. causerelated) endgoal. As a result, these consumers would be more motivated (than those less connected to the cause) to engage in future cause-relevant acts. Thus, further research could investigate the conditions under which situational cues activate endgoals (e.g., private vs. public displays of support activating self-consistency endgoals) as well as what happens when consumers make failure inferences from behaviors that serve (or inhibit) multiple potentially competing endgoals.
We focus herein on subgoal failure as a negative motivational force across our studies, examining how various forms of goal importance might shield consumers against unwanted consequences of failure. Although not a core focus of our research, the impact of subgoal success (on endgoal commitment) seems to be immune to the motivating effects of goal importance, as Studies 1 and 2 demonstrate. This relative motivational stability following success suggests worthwhile avenues for further research. For example, researchers could explore whether goal commitment truly plateaus after repeated successes or if commitment could be further enhanced by alternative means. Assuming that our pattern of effects holds and endgoal commitment plateaus, research could investigate whether and how consumers (who have succeeded in an area of well-being) can be influenced to pursue endgoals related to other forms of well-being.
Researchers interested in building on the current studies could also explore their relation to important aspects of promotional messages. For example, Goldstein, Cialdini, and Griskevicius (2008, pp. 473-74) show in field experiments that generic proenvironmental messages promoting the reuse of hotel towels (e.g., "You can show your respect for nature and help save the environment by reusing your towels during your stay") were less effective than messages featuring descriptive social norms (e.g., "You can join your fellow guests in this program to help save the environment by reusing your towels during your stay"). Is it possible to establish links between the use of various social norms in messages, the ease of visualization of sustainable goals, and failure vs. success in goal pursuit? Pursuing this question may be a fruitful avenue for further research. As another example, Kronrod, Grinstein, and Wathieu (2012) explore the best ways to endorse environmental subgoals (e.g., saving water, recycling containers) and find that those who consider environmental involvement as important (vs. not important) were more easily persuaded by assertive messages (e.g., "You must recycle plastic containers") than nonassertive messages (e.g., "It's worth recycling plastic containers"). Building on the findings of our research, a direction for possible investigation would be to test whether goal importance and messages regarding specific subgoals could be successfully manipulated in the same marketing communication for maximum effect.
Last, we demonstrate across various domains of wellbeing that the small decisions people make in their daily lives may have significant consequences on their commitment beyond an immediate episode of consumption (or lack thereof). Consumers may indeed, by way of a single action (or nonaction), have their momentum shifted in a direction opposite their own well-being and/or that of broader society. We also provide evidence for greater persistence when faced with a setback for those who consider associated endgoals inherently important. At any given point, however, people may simultaneously pursue multiple goals such that rival goals may compete for limited motivational resources and divert attention from the focal goal pursuit. Indeed, consumers may evoke a variety of economic, social, and even political reasons for not behaving in ways that improve overall well-being. How are such goals positioned with respect to people's other goals in life? Our work suggests that investigation of such questions within the framework of more complex goal hierarchies should be a priority for future research programs.
